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Abstract
Purpose – The purpose of this research is to add to our understanding of the antecedents of customer
satisfaction by examining the effects of service reliability (Is the service “correctly” produced?) and
service validity (Is the “correct” service produced?) of search, experience and credence services.
Design/methodology/approach – Service validity and service reliability were manipulated in
scenarios describing service encounters with different types of services. Customer satisfaction was
measured using questionnaires.
Findings – Service validity and service reliability independently affect customer satisfaction with
search services. For experience services, service validity and service reliability are necessary
conditions for customer satisfaction. For credence services, no effects of service validity were found
but the effects of service reliability on customers’ satisfaction were profound.
Research limitations/implications – Scenarios provided a useful method to investigate customer
evaluation of different types of service situations. A limitation of this method was that the participants
were not observed in a real service situation but had to give their opinion on hypothetical scenarios.
Practical implications – For search and credence services, it is possible to compensate low service
validity by providing a highly reliable service. However, managers of experience services should be
aware that little can be gained when either service validity or service reliability is faulty.
Originality/value – The present study provides empirical data on the effects of service reliability
and the thus far neglected effects of service validity and integrates these (new) concepts in the model of
information verification.
Keywords Customer satisfaction, Service industries, Reliability management
Paper type Research paper
Introduction
There is no doubt that services have become a dominant factor in national economies.
The profound effect of service quality and the mediating effect of customer satisfaction
on consumer decision making are largely recognized, and have created a dramatic shift
in attention towards customer-focused services marketing and a steady increase of
research related to customer behavior in services (Palmer, 2005; Zeithaml et al., 2006).
Within the research tradition of customer satisfaction with services (Cronin and
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Taylor, 1992, 1994; Gro¨nroos, 2000; Oliver, 1997; Parasuraman et al., 1985, 1988), many
of the research issues appear to reflect the quest for antecedents and dimensions of
perceived service quality, notably service reliability (i.e. the appraisal as to what extent
the service is “correctly” produced). High service reliability is the flawless performance
of a prespecified service, such as a train that arrives on schedule, a well-tuned car after
maintenance, or a charity fund that rightfully redistributes subscribers’ donations.
As the focus of service customer research has predominantly been on quality
perception and service reliability, only little attention has been paid to “service
validity[1]” (Van Raaij and Pruyn, 1998), or the question whether the “correct” service is
provided. This question refers to the matching of service specifications with customer
needs and demands. For example, when taking your computer to a repair store, the
service provider may listen carefully to the problems you are having with the computer
and subsequent agreements can be made about adding new software onto your machine,
maximum repair charge and time of delivery. In service markets, especially with highly
specialized services, customers are often expected to contribute to a service by providing
information about the specifications desired. Standard services, on the other hand, do not
involve much customer-tailored specification before purchase. Especially in situations
of mass marketing, one may expect a hiatus between the appraisal of consumer needs by
service providers and consumers themselves (Parasuraman et al., 1985) to occur
frequently. In this study, we will investigate to what extent service reliability and service
validity affect customer satisfaction with the service. Whereas the relationship between
service reliability and satisfaction has been established in numerous studies, there still
appears to be little evidence for the supposed relationship between service validity and
satisfaction.
In most of the studies on customer satisfaction, the (hindsight) evaluation of service
quality is typically modeled as “the emotional reaction following a disconfirmation
experience” (Oliver, 1981, p. 42). However, as the earlier examples illustrate, services
may strongly diverge as to the verifiability of service agreements. In this study we
introduce the Economics of Information (EoI) theory and its central concept of
information verification (Calfee and Ford, 1988; Darby and Karni, 1973; Jain and
Posavac, 2001; Nelson, 1970, 1974) as a taxonomy of service situations of which the
attributes may be easy or difficult to verify. We present an experimental study using
scenarios to examine the effects of service validity and service reliability on customer
satisfaction. Before going into the details of the study, we will elaborate on the concepts
of service validity and service reliability.
Service validity and service reliability
The concept of service validity was introduced by Van Raaij and Pruyn (1998). They
argued that customer evaluation of the service depends on whether service specification
and realization were in accordance with expectations. Service specification refers to the
agreement between the customer and the service provider about the type of service to be
rendered, including price, design, quality, timing, and other service characteristics.
Whether the service is specified to conform correctly to what the customer wants is a
service validity question. Is the correct service provided? For example, if a customer
takes his car to the garage, agreement is made on specifications about when to deliver the
car, what should be checked and repaired, and what is the maximum repair price.
The question of service validity originates in the input stage of the service process
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because agreements about customer needs and service specifications are made primarily
before actual service realization (Van Raaij and Pruyn, 1998).
Whether the service is realized according to service specifications is a reliability
question[2]. Is the specified service correctly provided? Service realization not only
concerns the outcome of the service process but also the actual creation and execution
of the service. It involves the service encounter, human contact, operations, time and
environmental factors. For example, in highly standardized fast food restaurants
customers have to accept the products and restaurant formula as they are. Under these
circumstances, customers are focused on the employee encounter, length of waiting
lines and other features of service realization (Van Raaij and Pruyn, 1998).
The key difference between the two concepts is that service validity relates to the
matching between customers’ needs and agreed upon service specifications and,
therefore, occurs during the input stage of the service process, whereas service
reliability reflects quality of the performance and realization of these service
specifications during the succeeding consumption stage. Service reliability relates to
the instrumental aspects of service realization.
Unsatisfactory instrumental performance will always result in dissatisfaction
(Johnston, 1995; Maddox, 1981; Swan and Combs, 1976). For customers, long waiting
lines, rude encounters with service personnel and a miserable service environment will
lead to dissatisfaction. A mismatch between service specifications and customer needs
will not lead to satisfaction either regardless of the quality of the realization. Customers
will always want to see at least some of their needs and demands reflected in the
service specifications. Thus, the better the match between service specifications and
customers’ needs, the more satisfied customers are. Both service validity and service
reliability are salient dimensions of customer evaluation, meaning that both have to be
achieved to satisfy customers.
However, customer satisfaction will vary with their experiences and the service
information available to them before, during and after service delivery. Service validity
and service reliability may not always be conditional factors in customer evaluation.
Both service validity and service reliability judgments depend on the customers’
experiences and information on the specifications and service realization. The theory of
EoI (Stigler, 1961) provides a useful classification of services based on available
information about service characteristics.
Information verification
Following the theory of EoI by Stigler (1961), a model of information verification was
developed by Nelson (1970, 1974) and Darby and Karni (1973). Central to the model is the
idea that consumers’ evaluation of products depends on whether and when consumers
can verify information about product attributes. According to the EoI theory,
information is, just like other more tangible commodities, subject to the principle of
utility maximization. This implies that consumers will search for information until the
costs of search exceeds its value (Stigler, 1961).
Expanding on the theory introduced by Stigler, Nelson (1970) distinguished
between search and experience attributes of products. Search attributes can be verified
before purchase by examining information readily available from second-hand sources
without having to buy or try the product (Wright and Lynch, 1995). Price and brand
name are examples of search attributes which can easily be evaluated before
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purchasing a product. Products with predominantly experience attributes have to be
purchased and consumed before a customer can really appraise it and (dis)confirm
the claims of the product. Sensory attributes such as the taste, smell and feel of
products are typical examples of experience attributes.
Darby and Karni (1973) introduced yet another type of product of which the
attributes can never be verified by the average consumer, not even after purchase and
consumption, because she/he lacks the technical expertise or the means to make a
reliable assessment, or because claim verification would take an unrealistically long
time. With such credence products (like vitamin pills) typically having low verification
status, one is thus barely able to decide anything about alleged effectiveness and
quality even after trying the product.
The search-experience-credence (SEC) framework has been developed primarily for
products. So far, only little empirical research has been conducted to investigate the
underlying fundamental characteristics distinguishing search, experience and
credence services (Davies et al., 1999; Mitra et al., 1999; Ostrom and Iacobucci, 1995;
Powpaka, 1996). As experience and credence attributes dominate in services,
consumers employ different evaluation processes than those they use with products
where search qualities dominate (Zeithaml, 1981; Zeithaml et al., 2006).
It can be argued that services with predominantly search attributes (e.g. a city bus
tour) are easiest to verify, even before service operations have started (Zeithaml, 1981).
Customers are well aware of their expectations of the service realization and their
needs, and even before service delivery, service specifications are well-defined.
Therefore, it may be argued that customer evaluation in search services will depend on
both service validity and service reliability. Clear insight into the information
necessary to correctly assess service validity and service reliability makes search
services easy to verify and there is no reason to suspect an interaction between the two
in the impact on customer satisfaction. Thus, with search services, customers will
probably weigh judgments of service validity and service reliability independently,
and they may be only moderately satisfied with services in which only one of the
conditions is attained (i.e. a reliable invalid service or an unreliable valid service).
We, therefore, expect that:
H1. In the case of search-based services, customer satisfaction will depend on both
service validity and service reliability. The (main) effects of service validity
and service reliability on customer satisfaction will occur independently.
Services that are predominantly experience-based, such as restaurant meals or having a
haircut, are less straightforward to verify because the service needs to be consumed
before verification is possible (Zeithaml, 1981). It is important to realize that with
experience services the pre-purchase information on which to base an objective
assessment of service validity and service reliability is largely lacking. In this case, only
after service delivery will customers be able to compare their pre-purchase expectations
of the service with post-purchase experiences. We expect that service reliability will
have a stronger impact on customer satisfaction when service validity is high than when
service validity is low. Both service validity and service reliability must meet a
satisfactory level to fulfill customer needs and both are necessary conditions for
customer satisfaction. When service validity is unsatisfactory, little will be gained by
providing a highly reliable service. Despite high service reliability, customers’ needs are
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not satisfied, because a mismatch still exists between the customers’ pre-purchase
expectations and post-purchase experiences. In fact, we expect customers to follow
a conjunctive post-consumption evaluation strategy in which the assessment of service
reliability is prominent, but which will only affect customer satisfaction to the extent
that a minimal level of service validity is met. Thus:
H2. In the case of experience-based services, both service validity and service
reliability will be conditional factors in customer satisfaction. The impact of
service reliability will be considerable when service validity is high, and
negligible when service validity is low.
Services with predominantly credence attributes (such as legal services or medical
diagnoses) are the most difficult to verify because they hardly possess any information
cues or specified standards to evaluate the actual service outcome (Darby and Karni,
1973; Zeithaml, 1981). This is typically the case for highly specialized services or
services which only occur once or twice in a lifetime. Credence services are the most
difficult to verify because they often lack physical evidence of the service process
(Bebko, 2000), or because customers do not have a clear expectation of the service
(e.g. in the case of really new services). Moreover, customers may often not have
well-defined expectations of the credence service because they lack the expertise to
identify and describe their own needs and demands (service validity). If customers lack
insight into the dominant characteristics of the service (both service validity and
service reliability), they will use heuristic information that is available and verifiable to
them, such as information about the service encounter, human contact and waiting
time (i.e. service reliability). Based on this relatively small experienced-based
(reliability) portion of the total service delivery process, inferences will be made to
evaluate the credence qualities of the service.
H3. For services with predominantly credence attributes, service reliability will
have pronounced effects on customer satisfaction. As service validity is
impossible to appraise, we expect no effects of service validity on customer
satisfaction.
What emerges from the SEC framework of search, experience and credence services, is
a view that the effects of service validity and service reliability on customer
satisfaction varies with the information available to customers, and are therefore,
moderated by the type of service. The present study provides empirical data on the
effects of these new concepts on customer satisfaction and integrates these concepts in
the model of information verification by having participants evaluate service validity
and service reliability of search, experience and credence services.
Method
A 2 (service validity: high vs low) £ 2 (service reliability: high vs low) £ 3 (service
type: search vs experience vs credence) scenario design was employed for the purpose
of the study.
Scenarios were developed to simulate search, experience and credence service
delivery situations.
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Stimulus material: pretest
A list of 37 services (from all over the service spectrum) was composed by the authors.
Next, a similar procedure was followed as the one outlined by Ford et al. (1990) to select
the stimulus material for the search, experience and credence services. A panel of ten
experts on consumer behavior in The Netherlands, familiar with the EoI literature,
categorized the 37 services to identify those exemplifying search, experience, and credence
characteristics. Next, to ensure that consumers’ perceptions were consistent with those of
the experts, the services were categorized by ten consumers who were non-experts.
For each SEC-category, two services were selected which showed the strongest
agreement (at least 75 percent) between and among professional experts and
non-professional consumers, and used in the scenario study. A subscription to a
magazine portfolio[3] and renting a garage were selected as services with predominantly
search characteristics. A visit to the hairdresser and an outing to an amusement park
were selected as experience services. Hiring the services of a firm specialized in soil
remediation and donating money to a charity fund were selected as credence services.
Stimulus material: development of scenarios
Twenty-four scenarios were written (each approximately 200 words) in which a service
was described. Each scenario opened with the description of customer’s needs and
demands for a specific service, followed by a script about the service process and the
outcome. Service reliability was manipulated by describing a good or bad service
realization. For example, in the low service reliability condition of the garage rental
scenario, the participants were told that “the garage is small and looks grubby”
whereas in the high service reliability condition, the participants were told that “the
garage is clean and looks spacious.”
Service validity was manipulated by a (mis)match between customers’ needs and
demands and actual service specification. For example, in the low service validity
condition of the magazine portfolio subscription scenario, participants were told that:
A number of magazines are not read by you or any of your family members. Instead, you
miss some magazines that you would enjoy to read. You would prefer a magazine portfolio
with exactly those titles that your family reads.
In the high service validity condition:
The portfolio consists of all the magazines you and your family members read: a magazine for
children, one for men, a news magazine, a gossip paper and some women’s magazines. You
wouldn’t want to change a single magazine in the portfolio for another one (see Appendix for
a full description of the magazine portfolio scenario).
A total of 118 subjects participated in the study. The participants were asked to
evaluate six written scenarios describing the six different services: two scenarios about
two different search services, two about experience services and two about credence
services. Within these six scenarios, service validity and service reliability were
manipulated. In four out of six scenarios, subjects were confronted with each of the
four service validity and service reliability conditions so that participants were
assigned to each of these four cells at least once. The remaining two scenarios were
randomly divided among these four cells. After each scenario they were asked to
complete a questionnaire. This procedure yielded 708 (118 £ 6) observations.
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Dependent measures
The questionnaire measured perceived service validity, perceived service reliability,
and customer satisfaction. To check the manipulation of service validity and service
reliability in the scenarios, participants were asked to rate on a seven-point scale
(totally disagree, totally agree) to what extent they agreed with the statement that:
. the service was delivered correctly; and
. the service reflected my needs and demands well.
A two-item scale was used to assess customer satisfaction (r 2 ¼ 0.82). Participants
were asked to rate on a seven-point scale (totally disagree, totally agree) to what extent
they agreed with the statement that:
. I would be satisfied with the service as described in the scenario; and
. much would have to change for me to become satisfied with this service.
We calculated the mean between the two items to derive the “customer satisfaction
score.”
Results
Manipulation checks
To start, the 708 observations were used in a one-way analysis of variance (ANOVA) to
check the manipulations of service reliability and service validity. To control for subject
effects, subjects were considered a random factor in the ANOVA model. The effectiveness
of the reliability manipulation was confirmed by a significant main effect on the perceived
reliability of the service (F (1, 589) ¼ 342.04, p , 0.001). A significant main effect of the
service validity manipulation on perceived service validity (F (1, 587) ¼ 97.18, p , 0.001)
confirmed the effectiveness of the validity manipulation.
ANOVAs were performed to test the main and interaction effects of service
validity and service reliability of search, experience and credence-based services.
Table I presents the main effects of service validity and service reliability, as well as
the two-way interactions of service type £ service validity and service type £ service
reliability. The table shows that pronounced effects of service validity and
Low High
M (SD) n M (SD) n
Service validity
Search services 3.63 (2.05) 118 4.85 (2.20) * 118
Experience services 2.50 (1.44) 118 4.85 (2.09) * 118
Credence services 3.46 (2.01) 118 3.69 (2.08) 117
All services 3.20 (1.91) 354 4.47 (2.19) * 353
Service reliability
Search services 2.73 (1.63) 118 5.75 (1.60) * 118
Experience services 2.50 (1.31) 118 4.86 (2.16) * 118
Credence services 2.12 (1.17) 117 5.02 (1.66) * 118
All services 2.45 (1.40) 353 5.21 (1.86) * 354
Note: *Means between the conditions differ significantly at p , 0.001
Table I.
Mean customer
satisfaction scores as a
function of service
validity and service
reliability of search,
experience, and credence
services
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service reliability indeed exist. In an ANOVA, service validity (F (1,578) ¼ 141.54,
p , 0.001, h2p ¼ 0:20) as well as service reliability (F (1, 578) ¼ 719.29, p , 0.001,
h2p ¼ 0:55) showed significant main effects on customer satisfaction.
A univariate ANOVA revealed a significant three-way interaction on customer
satisfaction (F (2, 578) ¼ 6.66, p , 0.01, h2p ¼ 0:02).
Figure 1 shows this three-way interaction effect of service validity and service
reliability on customer satisfaction for search, experience and credence services.
Table I shows that both service validity (F (1, 115) ¼ 39.25, p ,0.001, h2p ¼ 0:25)
and service reliability (F (1, 115) ¼ 148.56, p ,0.001, h2p ¼ 0:56) of search services
significantly affected customer satisfaction. Moreover, as can be seen in Figure 1, the
interaction effect between service validity and service reliability on customer
satisfaction of search services is not significant (F (1, 115) ¼ 1.45, p . 0.23, h2p ¼ 0:01).
This confirms H1 in which we predicted independent effects of service validity and
service reliability on satisfaction for search-based services.
The hypothesized interaction effect between service validity and service reliability
of experience services, as postulated in H2, was confirmed (F (1, 115) ¼ 22.15,
p , 0.001, h2p ¼ 0:16). The effect of service validity on customer satisfaction was more
pronounced when service realization was reliable (F (1, 27) ¼ 90.76, p , 0.001,
h2p ¼ 0:77) than when the service realization was unreliable (F (1, 27) ¼ 22.42,
p , 0.001, h2p ¼ 0:45).
Follow-up tests revealed that the effect of service reliability was significant and
meaningful within the high validity condition (F (1, 16) ¼ 23.69, p , 0.001, h2p ¼ 0:60).
Obviously, investing in reliable service operations is the key to satisfied customers but
only when the validity condition is met. With the low validity condition the effect of
service reliability, although significant (F (1, 16) ¼ 4.99, p , 0.05, h2p ¼ 0:24), is not
strong enough to create a positive level of satisfaction (M ¼ 3.11 (SD ¼ 1.61), which is
well under the midpoint of the seven-point satisfaction scale).
H3 focuses on the effects of service validity and service reliability of credence
services. As can be seen in Figure 1 and Table I, service reliability has pronounced
effects on customer satisfaction (F (1, 114) ¼ 152.42, p , 0.001, h2p ¼ 0:57), whereas
the effect of service validity was not significant (F (1, 114) ¼ 2.01, p . 0.16, h2p ¼ 0:2).
This pattern was predicted in H3 and is confirmed by the results.
Discussion and managerial implications
The present study adds to our understanding of the antecedents of customer
satisfaction, in that it stretches beyond the “traditional” scope of perceived service
quality and service reliability. The major premise of this paper is that the impact of
service validity and service reliability on customer satisfaction varies with the
type of service and that services should be differentiated along the dimension of
verifiability of claims. The findings of this study have specific implications for service
management of different types of services.
In the case of search services, customer satisfaction is significantly affected by both
service reliability and service validity. From a managerial point of view this means
that service providers of search services should employ marketing strategies to ensure
that customers receive the service that matches their needs and that it is performed
flawlessly (i.e. invest in both service validity and service reliability). Customers have a
well-defined view of the match between their needs and service specifications and
IJSIM
17,3
278
Figure 1.
Three-way interaction of
service validity and
service reliability of
search, experience and
credence services
on customer satisfaction
(1 – totally disagree,
7 – totally agree)
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customers will be readily aware of a failing service validity which may result in
customer complaints, negative word-of-mouth and customer losses. As our study
indicates that the effect of service reliability of search services on customer satisfaction
is more pronounced than the effects of service validity, it seems wise to enhance
customers’ satisfaction by focusing on service reliability. This can be accomplished by,
e.g. reducing waiting lines or optimizing an efficient design of one’s store or restaurant.
Nevertheless, investing in service validity also results in customer satisfaction. As the
effects of service validity and service reliability acted independently in the case of
search services, it is even possible to compensate low service validity by providing a
highly reliable service (and vice versa).
Moreover, customers know exactly what to expect from the service specifications
before actual service consumption and they may attribute the failing service validity
partly to their own decision making (Zeithaml, 1981). Further research is necessary to
understand the effects of customer self-blaming in search services.
The interactive effect of service validity and service reliability on customer
satisfaction with experience services followed the pattern predicted by H2. Service
validity and service reliability are both conditions which have to be fulfilled for
satisfaction to occur. For example, customers will only be satisfied with a hotel if on the
one hand the room is clean and the personnel friendly (service reliability) and if
it provides the desired level of luxury and repose for the desired price on the other
(service validity). Customers will be dissatisfied with an experience service when only
service reliability or only service validity is sufficient. A highly reliable but invalid
service or a highly valid but unreliable service will produce dissatisfied customers.
This means that service providers of experience services have little to gain when
either service validity or service reliability remains faulty. Investing in service validity
(e.g. by customizing the service) seems to somewhat mitigate the damaging effects of
low service reliability, but not enough to produce satisfied customers. The same goes
for an investment in service reliability when the service specifications do not match
customers’ needs. The promotion of realistic expectations of the service among
customers will yield high service validity. Subsequently, investing in service reliability
by, e.g. encouraging one’s employees to engage in empathetic customer interaction or
providing an attractive environment for the customer will result in customers that are
more satisfied.
Our findings on credence services, showed no effects of service validity at all. With
credence services, objective information about service specifications and service
realization is not readily available to customers. In addition, customers may lack the
expertise to adequately identify and describe their own needs and demands (Emons,
2001). Therefore, it is impossible to assess whether the “correct” service is provided
(validity question). Under such conditions, investing in service validity seems like a
waste of time and energy. Evaluation of credence services is based on non-dominant
heuristic cues such as perceived competence, perceived risk (Mitra et al., 1999),
trustworthiness (Jain and Posavac, 2001), responsiveness and empathy. These heuristic
experience qualities of a credence service can be labeled as service reliability. This is in
line with the more general notion that in customer evaluation, customers heavily rely on
experience qualities (Parasuraman et al., 1985; Zeithaml, 1981). In the present study,
strong effects were found for service reliability regardless of the level of service validity.
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Service providers of credence services should thus focus predominantly on the
experience qualities of the service to generate satisfied customers.
In search services, despite a high level of standardization and predictability,
experience characteristics will play an important role besides the (dominant)
search characteristics. In any service realization, unexpected events, both positive and
negative, may occur and will affect post-consumption evaluation. It may be argued that
search services are rare or even non-existent (Zeithaml et al., 2006, p. 52). On the other
hand, some of the information about services is always available to the customer before
purchase (i.e. name, price and location). All services comprise of at least some search
attributes. The extent to which information about dominant attributes is available
before purchase, depends on the level of predictability. Examples of highly predictable
and, therefore, predominantly search-based services are: habitual services, such as
taking the subway to work; standardized services such as a fast food restaurant
(Powpaka, 1996), or selecting a mail service (Mitra et al., 1999); and highly mechanized
services such as using a carwash facility.
Research limitations and future research directions
Because of ethical considerations on intentionally imposing service failures to
participants, the present study used written scenarios instead of real service situations.
To increase the realistic nature of a scenario in future research, videos can be used to
create more vivid and realistic stimulus material. Furthermore, in a retrospective study
customers may be asked to report their service reliability and service validity
perceptions of previous service experiences. In future research, we need to expand on
the antecedents of service reliability and service validity. Van Raaij and Pruyn (1998)
suggest that perceived control, equity, expectation-realization discrepancy, causal
attribution and self-perception may affect customer evaluation. Cultural and individual
differences between customers may also be examined. Some (groups of) consumers
may be more concerned with service validity than service reliability (or vice versa).
Greater insight into service characteristics and the interaction with psychological
attribution processes and personal characteristics of customers should provide useful
suggestions for customer segmentation and service design.
Notes
1. As in methodological literature, the concept of validity reflects the matching between
customer needs (intended purchase) and service outcomes; reliability refers to the quality of
the “instrument” (i.e. How accurate is the delivery of the promised service?).
2. To avoid confusion of this concept of reliability with the reliability dimension of service
quality (Zeithaml et al., 2006), we will hence use the term “service reliability” to refer to the
extent to which a specified service is provided correctly (Van Raaij and Pruyn, 1998).
3. In The Netherlands, consumers can subscribe to a portfolio compiled of some ten magazines
and comics, which is delivered to (and collected from) one’s home every week to be
redistributed to another customer.
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Appendix. Scenario description subscription to a magazine portfolio
1 (all participants). You really like to read magazines. You regularly buy a magazine, but you
would rather have them delivered at your home each week. Some of your family members are
also interested in magazines, but they prefer different titles. Instead of subscribing to several
magazines, you call the magazine portfolio company to take a subscription.
2a (Participants in the high service reliability condition). The woman on the phone registers
you as a new member and within a minute everything is taken care of. For this portfolio they
guarantee to deliver the new set of magazines (and collect the old one) by Wednesday each week.
If not, they do not charge you for that week. All magazines are delivered in a plastic cover, to
prevent other customers from making them grubbily.
2b (Participants in the low service reliability condition). You have to wait for 20 minutes before
somebody answers the phone. The woman on the phone registers you as a new member and
everything is taken care of. The company cannot guarantee to deliver the new set of magazines
(and collect the old one) on a fixed moment each week. However, if you miss them calling at your
door, you still will be charged for that week. The magazines are delivered without a plastic cover.
Therefore, customers who read the portfolio before you do, can make the magazines grubbily.
3a (Participants in the high service validity condition). The portfolio consists of all the
magazines you and your family members read: a magazine for children, one for men, a news
magazine, a gossip paper and some women’s magazines. You would not want to change a single
magazine in the portfolio for another one.
3b (Participants in the low service validity condition). A number of magazines are not read by
you or any of your family members. Instead, you miss some magazines that you would enjoy to
read. You would prefer a magazine portfolio with exactly those titles that your family reads.
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